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ABSTRACT 
The rapid expansion and advancement of information and communication technologies 
(ICTs) and the consequent development of e-services has altered the nature of customer-service 
(goods/services) provider interactions. Presently, customers are not passive adopters of the 
service anymore, but rather are equal partners in the process of adding value. Hence, it is critical 
for service providers to establish high quality individualized interactions with each individual 
customer to enable him or her to “Co-Create” unique values and experiences with them.  
The benefits of the “Co-Creation” of value by customers have been widely discussed. 
However, the marketing research to date has rarely addressed the effect of customers’ individual 
differences in goal pursuit and the relevant perceptions on exhibiting co-creation behaviors. The 
current dissertation empirically addresses the aforementioned limitation of the literature by 
providing a regulatory focus perspective. The goal of this research is twofold. First is to provide 
a conceptualization of the roles of both customers and service providers in value co-creation 
process of e-services, considering the customers’ regulatory focus. The second is to empirically 
examine the conceptualization and suggested theoretical framework. 
Founded upon the literature from service marketing, individual psychology, consumer 
behavior, and service dominant logic, this study has proposed and investigated a comprehensive 
conceptual framework of value co-creation behavior of e-services customers. The model outlines 
a process of “Customer Value Co-Creation Behavior” (CVCB) and the factors suggested to 
influence the exhibition of this behavior. The customer attributes variables of role clarity, self-
efficacy, and motivations (extrinsic and intrinsic) were proposed to mediate the relationships 
between two regulatory foci, promotion and prevention, and the customer value co-creation 
behavior. Moreover, the service provider attributes variables of customer socialization and 
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provider efficacy, were suggested to moderate the relationships between two regulatory foci 
and, role clarity and self-efficacy. Finally, it was proposed that customer value co-creation 
behavior leads to satisfaction and subsequently loyalty. 
This investigation employed a nonexperimental, quantitative, correlational, cross-
sectional survey design and included a convenience sample of 915 customers who were mobile 
banking users of an Iranian commercial bank. The achieved results via partial least squares 
(PLS) methodology provided evidence of the proposed mediating effects of customer 
attributes variables, which in turn indicate that customers’ regulatory focus exert influence on 
their value co-creation behavior through these variables. Moreover, all the moderating effects 
of provider attributes variables have been proved except for the moderating effect of customer 
socialization on the relationship between promotion foci and role clarity variables. Lastly, it has 
been demonstrated that customer value co-creation behavior leads to customers’ satisfaction and 
loyalty. 
The findings of this study contribute to the grasping of customers’ regulatory focus 
effects on customers’ value co-creation behavior for both managers and academics. This research 
is proposed to actuate further academic research as well as contribute advice for service 
providers who endeavor to expand their value co-creation activities. 
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摘要 
 
信息通讯技术 (ICTs) 的快速膨胀与进步，以及随后的电子化服务的扩张改变了顾客—
服务提供商 (产品或服务) 互动的本质。目前，顾客不再是服务的被动采纳者，他们更像
是服务增值过程中共同的合作伙伴。因此，对服务提供商而言，与每一个顾客建立高质量
的个性化互动至关重要，因为这可以使他或她共同参与并创造独特的价值和体验。 
顾客价值共创的利益已经被广泛研究。然而，目前为止，很少有营销研究涉及顾客目
标追求和相关感知的差异对价值共创行为的影响。本研究从调节导向角度出发，通过实证
分析探讨了前人文献中的不足。本研究有两方面的研究目的：一方面，通过考虑顾客的调
节导向，本研究提出了顾客和服务提供商在电子化服务价值共创过程中角色的概念模型；
另一方面，通过实证分析检验了概念模型和理论框架。 
基于服务营销、个体心理学、消费者行为学和服务主流逻辑等文献，本研究提出并检
验了电子化服务顾客价值共创行为的概念模型。模型刻画了顾客价值共创行为的整个过程
以及影响这一行为表现的因素。角色清晰性、自我效能和行为动机 (内在和外在) 等顾客
属性变量中介了两种调节导向 (促进导向和预防导向) 与顾客价值共创行为的关系。此
外，顾客社会化和提供商的效能等服务提供商属性变量调节了两种调节导向与角色清晰性
和自我效能的关系。最后，消费者价值共创行为会引起顾客满意，进而导致顾客忠诚。 
本研究采用了非实验的、相关定量的横截面调查设计，样本包含了 915个伊朗商业
银行手机银行用户。偏最小二乘方法 (PLS) 得到的结果为顾客属性变量的中介效应提供了
证据，即顾客调节导向通过这些属性变量对他们的价值共创行为产生影响。此外，除了顾
客社会化对促进导向与角色清晰性关系的调节外，服务提供商属性变量的调节效应也得到
了验证。最后，顾客价值共创行为导致了顾客满意度和忠诚度也得到了证实。 
本研究的结论有助于管理者和学者了解顾客调节导向对顾客价值共创行为影响。同
时，本研究是为了进一步促进价值共创行为的研究，并为致力于扩展价值共创行为的服务
提供商提供建议。 
关键词：服务营销 ；服务主流逻辑；价值共创；调节导向 
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